




MARLBORO MILES FOR 
ADMISSION 

1 ^9J^lile$_ F jpr A^J Big siQ n .P ro gr gm 

• Objective: Generate news and excitement 
among YAS - New way to use miles 

• Strategy: Generate greater YAS participation 
through broader geographical roll-out. 

Build greater awareness through word of 
mouth. 

• Tactic: Penetrate select markets with 
increased number of events. Utilize retail. 


Objective: New and exciting way to use miles 

Strategy: Develop a tag line which can become 
synonymous with the program. Music element will be 
alluded to indirectly. 

Tactic : Utilize retail to create awareness. 
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MARLBORO MILES FOR 

ADMISSION 

1999 Markets 

18 Markets 

New York 

Dallas 

Philadelphia 

San Francisco 

Detroit 

Los Angeles 

Chicago 

Portland 

Atlanta 

Seattle 


• 18 Markets 

• 126 Nights of Music and entertainment 
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MARLBORO MILES FOR 

ADMISSION 

IS Markets 


Miami 

St. Louis 

Boston 

Pittsburgh 

Minneapolis 

New Orleans 

Houston 

San Diego 


• Selected markets comprise 31% of total Marlboro 
Shipment volume 

• Selected markets also comprise 75% of Metro markets 


1/25/99 


6 


Source: https://www.industrydocuments.ucsf.edu/docs/znlm0004 


2071146638 






MARLBORO MILES FOR 
ADMISSION 

1999 Advertising/Communication 

• Alternative ROP 

• Direct Mail 

• In-Bar promotion 

• Retail 

• 800 Marlboro number 

• Word-of-mouth 


• ROP out in market 3-4 weeks prior to program 

• Direct Mail out in market 3-4 weeks prior to program 

• In-Bar promotion out in market 3-4 weeks prior to 
program 
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